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Abstrak 
 
Penelitian ini bertujuan untuk mengetahui pengaruh Ewom sources, 
Neutral/Third party sources, dan Congruity land based store terhadap Purchase 
Intention melalui Attitude di Alfacart.com. penelitian ini di karenakan 
berkembangnya teknologi saat ini yang membuat para pemilik perusahaan 
khususnya yang masih konvensional agar cepat menyesuaikan dengan perubahan 
pola perilaku belanja konsumen, dengan mendiversivikasikan usahanya dengan 
membuka toko online, dengan adanya toko online tersebut diharapkan memberi 
kemudahan bagi konsumen agar konsumen lebih tertarik dalam melakukan niat 
beli, sebuah toko online juga harus memiliki dimensi kesamaan dengan toko 
offline sehingga antara toko online dan offline masih terintegrasi dengan sama. 
Penelitian ini dilakukan menggunakan kuisioner disebarkan kepada 120 
responden menggunakan teknik analisis lisreal dengan aplikasi SmartPls, dari 
hasil penelitian ini menunjukkan adanya pengaruh positif dan signifikan antara 
Ewom sources, Neutral/Third party sources, dan Congruity land based store 
terhadap Purchase Intention melalui Attitude di Alfacart.com 
 
 
 
 
 
 
 
 
Kata kunci : E-wom sources, Neutral/ Thirdparty sources, Congruity land 
based store, Attitude, Purchase Intention.
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THE IMPACT OF EWOM SOURCES, 
NEUTRAL/THIRD PARTY SOURCES AND 
CONGRUITY LAND BASED STORES ON PURCHASE 
INTENTION THROUGH CONSUMEN 
ALFACART.COM 
Abstract 
 
This study aims to determine the effect of Ewom sources, Neutral / 
Third party sources, and Congruity land based store on Purchase Intention 
through Attitude on Alfacart.com. This research is due to the development of 
current technology that makes business owners especially those who are still 
conventional to quickly adjust to changes in consumer shopping behavior 
patterns, by diversifying their businesses by opening online stores, with the 
existence of online stores that are expected to make consumers more interested in 
do purchase intentions, an online store must also have similarities with offline 
stores so that online and offline stores are still integrated with the same.  
This research was conducted using questionnaires distributed to 120 
respondents using realistic analysis techniques with the SmartPls application, 
from the results of this study showing a positive and significant influence between 
Ewom sources, Neutral / Third party sources, and Congruity land based stores on 
Purchase Intention through Attitude on Alfacart. com 
 
 
 
 
 
 
  
Key Sources : E-wom sources, Neutral/ Thirdparty sources, Congruity land 
based store, Attitude, Purchase Intention. 
